Any fool can run toward the light. 
lt takes a master with courage to 
turn and face the darkness and 
shine his own light there. 


"Strategy is not about 
adding more and more 
stuff. 


Strategy is about taking 
stuff away. 


Taking away everything, 
until there's only one 
thing left. 


One single powerful 
thought." 


— Dave Trott 
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What we do 
1.Our job is to find the real problem and outline a “way-in” to solve it 


2.Our method is to uncover hidden truths about real people and their 
lives that can be used as levers to success 


3. Our obligation is to smash the corporate filter 


4.Our motivation should be to create more power than the initial set of 
ingredients would suggest 


The rules 


l. You can't understand something you've never experienced (get the fuck 
out of the office) 


2. Assume nothing 
3. Compromise only waters things down 


4. Be aware of what's possible to change and what's not without losing 
what makes it work 


5. Everybody will interpret a direction differently. Be clear about what 
is up to interpretation and what isn't 


6. Think about what. Don't let how get in the way 
7. Stretch the possible 
8. Live off the land 


9. Break shit 


Dangers 

1. Only focusing on feedback in front of you 
2. Too many hands on the wheel 

3. Monotony 


4. Rules and expectations 
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Defining the problem 
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Don't just accept 
the assignment 


It's rare a brief or other 
assignment doesn't need to be 
reframed or explored in a fresh 
way to yield the best solution 
possible. 


WE LOOK TOWARDS THE FUTURE. 
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Seven Rules for Brand Growth 


After several bruising rounds of marketing 
myth-busting, HBG outlines 7 scientifically 
derived rules for brand growth: 


1. Continuously reach all buyers of the 
category (communication and distribution) — 
avoid being silent 


2.Ensure the brand is easy to buy (communicate 
how the brand fits with the users life) 


3. Get noticed (grab attention and focus on brand 
salience to prime the users mind) 


4.Refresh and build memory structures (respect 
existing associations that make the brand easy 
to notice and easy to buy) 


5.Create and use distinctive brand assets (use 
sensory cues to get noticed and stay top of 
mind) 


6.Be consistent (avoid unnecessary changes, 
whilst keeping the brands fresh and 
interesting) 


7.Stay competitive (keep the brand easy to buy 
and avoid giving excuses not to buy (i.e. by 
targeting a particular group) 
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ROADMAP 
EXECUTION 


Business 


Marketing 


Comms 


T'o 


To increase sales volume 
To maintain sales volume 
To generate sales leads 


To enhance brand reputation 
To consolidate loyal users 
To recruit new users 


To bring brand to their attention 
To remind them of benefits 
To correct negative perception 


By 


By recruiting new users 
By consolidating loyal users 
By enhancing brand reputation 


By correcting a negative perception 
By reminding them of brand benefits 
By bringing brand to their attention 


By dramatizing the benefit 
By doing a side-by-side comparison 
By electing an "expert" sales person 


Framework For Category 
Entry Points — n 


Why? | 
Why are they buying from the category? | 
e.g. because I need a pick me up i 


When are they buying from the category? 
after work 


at the train station 


with Whom? 


with What? 
with what are they buying from the category? 
e.g. with alcohol 


The Phoenix Checklist: 
Developed by the CIA to "to encourage 
agents to look at a challenge from many 
different angles." 


Why is it necessary to solve the problem? 
What benefits will you receive by solving the problem? 
What is the unknown? 
What is it you don't yet understand? 
What is the information you have? 


What isn't the problem? 


Is the information sufficient? Or is it insufficient? 
Or redundant? Or contradictory? 


Should you draw a diagram of the problem? A figure? 


Where are the boundaries of the problem? 


Can you separate the various parts of the problem? What 
are the constants of the problem? 


Have you seen this problem before? 


Have you seen this problem in a slightly different 
form? Do you know a related problem? 


Try to think of a familiar problem having the same or a 
similar unknown 


Suppose you find a problem related to yours that has 
already been solved. Can you use its method? 


Can you restate your problem? How many different ways 
can you restate it? Can the rules be changed? 


What are the best, worst and most probable cases you 
can imagine? 


2. 


Insights 


indifference demands the extraordinary 


Pes (non sw. 


SR gets 


we often do this... 


„when what we want is this 
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Start Doing Research Differently 


1, 


Don't only talk to the consumer. Talk to 
someone who spends their life 
understanding the target. Wife, kids, 
boss, subordinate, neighbor, garbage man, 
probation officer 


.Send them a disposable camera and a one- 


time brief 


.Get them to write something and word 


cloud it 


.Set up a video confessional booth 


.People love playing marketer. Give them 


your job 


. Think of the rote thing to do. Do the 


Opposite 


.Get 10 smart people to write 10 Onion 


headlines for your brand or category 


.Go to their house as a forensic 


criminologist 


.Pitch ideas like this at your account 


people until you give them one that makes 
them think you're insane. Then do that 
one 


Intellectual Mischief 


29 


Write a Discovery Brief. 
Create a list of questions you need to answer via 
research in order to write an informed, 
substantiated brief. Questions will likely 


investigate topics such as: 


1. What has worked / not worked for the category in 
the past? 


2. What have/are competitors done/doing? 


3. Who are the current buyers? / Who are the current 
non-buyers? 


4. Why aren't people buying it? 


5. What motivates purchase (or hesitation) in the 
category? 


6. What cultural conversations are related to the 
product, category, or brand? 


7. What occasions is the product used in? 


8. What are the conventions for advertising in this 
category (maybe to follow them, maybe to break 
them)? 


9. What animates consumers about the product, 
category, or brand on social media? 


10. What tension/controversy/fears exist in the 
category? 


11. What does this product say about the buyer? 


Where. wi the business come za 
Who . are Lie en ii with this growth? 
Where can we find them? 
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What do they think/feel/do today? Why? (point A) 


A to B? How? 


Define who you don't want to be 
Franklin D Roosevelt said "I ask you to 


judge me by my enemies." 


This forces you to accept that you 
aren't going to appeal to everyone. 


e.g. this might come to life in a brief as 
"Piss off vegetarians" 


Speak to real people, not aggregates 


To base communications on the 
amalgamated average of millions of 
individuals is missing the richness 
and nuance that lead to real human 
insights; 

If your segment is populated by different people 


who want different things, it is not a segment. 
It's a joke and so are your skills as a marketer. 


//// 
“36, has kids, enjoys down “Hagen Dazs is the ice- 
time with her family, cream I hide from my kids 
watching movies with her VS. so that me and my 
husband and treating husband can eat it when 
herself after a long day” they've gone to bed, 


sharing the spoon". 


Bonn VANA 


The danger of averages; 


The average person is a 24 
man named Mohammed with a 
bank account. 


ways to get numbers that matter 


.Be vigilant. Looking every day for something 
that could make matters easier 


. Search outside the usual sources 
.Get more minds on it 


.Juxtapose. Put related numbers together to 
create new information 


.Try different contexts. What's the social 
angle? The emotional angle? Put it in terms 
of time or length or volume 


. Turn them over. 2% one way might not be as 
interesting as 98$ the other way 


.Field questions nobody's asking 
.Compare it to something unrelated and absurd 


e.g. Amount of people killed by cattle every 
year // number of films Nicholas Cage has 
appeared in // odds of winning on a $20 
scratch ticket // total number of space 
launches this year // total panels drawn by 
Bill Waterson // Acres of pear trees in the 
U.S. //. Just make it drive home your point. 


A beginner's guide to writing an insight: 

1. List what you've found 

2. Select what you haven't heard before 

3. Play with this pattern: "We thought X but 


it's really Y" 


e.g.: We thought alcoholism was just about 


the drug but, really, it's people trying to 


fill a hole 


4. Rewrite 


— MarkPollard 


Do you have an insight? 


| | Have you done the kind of 
research nobody else is doing? 


| | Do you know what's going to make 
people care about what you have to 
say? 


| | Where is the conflict? The tension? 


| | Does it have the potential to make 
an audience feel something? 


| | Do you have a human truth that isn't 
immediately obvious? 
(an insight, not an observation) 


something that would make somebody say: 


“Ol, fuk, % 
quers HU: 


There's no amount of tears that a 
drive-through burger at 5am can't dry. 


— 


3. Writing the brief 


The brief is wha > 
=s 


we are doing. 


You don't get to decide this picture, 
but your brief should be strong 
enough to prompt it 


Paint—the - evoke God's love 
ceiling ۱ of his followers 
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The Kernel of a Strategy: 


the fundamental core concept 


| 


Diagnosis 
“What's going on here" 


Guiding Policy 
An overall approach for addressing 
obstacles and opportunities 
highlighted by the diagnosis 


Set of Coherent Actions 
How are we going to go about 
putting our policy to action? 


SOURCE: Richard Rumelt, "Good Strategy, Bad Strategy" . 47 


Imagine what the creative 
team might come up with 


without. a brief. 


A good brief should avoid 
this outcome in favor of 


something infinitely better 


48 


a strategy is an informed and 
measurable opinion on where to take 
a brand/business. Yes, an opinion. 


What DECISION have you made? 


process. 


If you play the lone wolf, chances are you'll 
come up with something that isn't any good 
or worse— something that is just "good enough" 


Outsiders 
Outsiders 
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How will we measure success? 


What excites you about 
the assignment? 
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What concerns you about 
the assignment? 
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"History is not about the conflict between right 
and wrong. It is the conflict between two rights." 


—Georg Wilhelm Friedrich Hegel 


BUT [ E 1 S| 
Y Y 
Truth Opposing truth 


Do this exercise with truths & opposing truths 
for the brand, the consumer, and culture 
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There are 6 potential areas of 
focus for communications 


Mind | | Attribute |. 


Top of 


The symbol of The reason to The benefit 


the brand believe: What to the 

(Awareness). the product consumer: 
has, does. rational or 
The DNA of emotional 
the brand. 


Territ 
The world, The brand's The role in 
real or not, values/ the life of 
built around attitudes/ the consumer, 
the brand. convictions. Or in society. 


SOURCE: FCB, "Getting to what Matters" 


PROBLEM 
The human problem 
behind the business 


INSIGHT ADVANTAGE 
An unspoken truth > x What makes you 
that sheds light on unique/motivating in 
the problem. people's minds. 
STRATEGY 


A way of seeing the 
business based on all that. 


SOURCE: Mark Pollard 


PROBLEM 
Fans are hate- 
supporting the team. 


INSIGHT 
The ultimate N.Y. ADVANTAGE 


"a > > The N.Y. Knicks are 
AR designed to make 


with everything until 
people angry. 


you snap 


STRATEGY 
Show that the New York 
Knicks are the best anger 
management in town. 


SOURCE: Mark Pollard 


People use heuristics to make 'good 
enough', not perfect, decisions. 


People are not rational, involved or 
deeply committed buyers, but uncaring 
cognitive misers who rely upon 


HEURISTICS 


to reduce the effort in making a buying 
decision to a minimum. 


Words can be more 
impactful than 
violence 


Consumers of a 
similar typology 
exhibit similar 
behavior 


Polaroid cameras 
don't just take 
pictures, they 
create a social 
activity 


۳ 


Ç 
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The pen is 
mightier than the 
sword 


Birds of a 
feather flock 
together 


. A polaroid camera 


is a social 
lubricant 


Try re-phrasing it 


When an executive asked employees to 
brainstorm "ways to increase 
productivity" all he got back were 


‘blank stares. NI 


when he rephrased the request as 
“ways to make their jobs easier” 
he could barely keep up with the 

amount of suggestions. 


= THE 


SLAG 
OF ALL 
SNACKS 


Sum shit up in a novel way 


Tr erent versions 
OW you Wr A 


/// 
Play s aet ow it's 
ramed. 
/// 
Write differently until 
sómethindgo.cóme i 
/// 


Re-write it a bunch of ways. 
New stuff will bubble up. 


People believe [X], but [Y] is 
actually true 


You know what's funny? 
You know how [X]? 


KKKK 


except 


KKKK 


KKKK 


KKKK 


' How many times 


it be better 


| You know how 


| Well what if 


| People may not say it 
| openly, but the truth 


In spite of what we 
tell ourselves, the 
truth is 


When do we matter most to people? 


When do we matter least? 


AXXVI 


When/how could you 


17710 23 


someone's day? 
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How could you shock someone 
with your brand? 


73 


If your brand were to 
fight its rival, when and 
where would it stand the 
best chance of winning? 


When do people wish you were 
ALC more often? 


Positioning 


Don't try to be 
relevant to culture. 


HOW DO YOU DO, FELLOW KIDS? 


Resonate with C 
Resonate 


h question of the strategy 
if there is anything that 
arpen it. If it fails, 

y what needs to be done. 


: is there a simple, human truth? 


Insight: are your truths really hidden from 
plain sight? 


Tension: Where's the conflict? 
Surprise: Which part won't people expect? 


Brevity: Can you tell the story in three 
sentences? 


Simplicity: Would your 10 year old niece 
understand it? 


Bulletproof: Will it withstand the tough 
questions? 


Reconcile: Does it answer the assignment? 


Endgame: what could be the unhappy ending to 
this story be? 


Sparkplug: What's the single word that fires 
everything up? 


Metaphor: what's the parallel story? 


SOURCE: FCB, "Getting to what Matters" 


Can you tell your story in 10 
consumer quotes or less? 
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If not, 
that's a bad sign. 


SOURCE: FCB, "Getting to what Matters" 4 
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See if you can answer these questions 
based on where you are right now; 


What’ 


What 


When 


When 


When 


When 


When 
them 


When 


s the behavior you want to change? 

insight makes you think you can? 

is your consumer most interested? 

could it trigger their interest in us? 
could it tip the balance in our favor? 

do they want to feel the emotion we offer? 


do they experience the benefit we'd give 
from something else? 


could we reach them when our competition 


can’t? 


SOURCE: FCB, “Getting to what Matters” 


Things that make a number great 


l. It helps identify the substance and scale of the opportunity 
we can create for clients 

2.It links inexorably to the insight, making the sum greater 
than the parts 

3. It is truly "holy shit" in nature. Unexpected, provocative, 

and perhaps a bit startling. Empirical Inspiration 


| 

| Things that make an insight great 

1. It identifies how we can better connect with people at a 
deep, truthful level. 

2. It links inexorably to the number (doesn't just re-state 
it) making the same greater than the parts. 

3. It clearly leads to a potential solution or highlights the 

opportunity. 


Things that make a strategy great 

1. It illuminates a clear way forward solving for the tension 
built in between the number and the insight. 

2.It suggests an action that the creatives can take to elicit 
the right behavior change 

3. It's evident it has been informed by context and makes room 

for contextual interpretation in the creative platform. 


SOURCE: FCB, "Getting to what Matters" 
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What's the "Mind Blown" moment? 


The creative team should 
leave the briefing knowing 
something they didn't know 

when they walked in. 


AN. 


"Please work as hard on the 
brief and strategy as the 
creatives work on the ideas." 

- Creative Director 


A good brief plays a role even after 
production has wrapped. 


It is used to protect the work against 
inevitable cold feet. 


Write your briefs with this in mind. 


It is a contract that you will 
reference later. 


| think strategy should be the first 
line of defense when things go 
wrong 


4. Evaluating the creative 
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Make it abundantly 
clear how ideas should 
be presented back. 


Netflix does a good job of summing up the idea 
behind the show in a compelling but clear way 


The name of the idea 


-140 character description 


NETFLIX ORIGINAL 


a SHEF’ S 
Cd S NARCOS 
STRANGER R 
THINGS A 


Key components/characters 


Key Visuals/Comps 


Checklist for evaluating creative 


l. Come prepared 

2. Expect to be surprised maybe even made a little nervous 
3. React to the idea as a whole 

4. Add what's important and incremental 

5. Make sure it's on strategy, not on checklist 

6. If it doesn't connect emotionally, it doesn't connect 

7. Remember what the work is trying to accomplish 

8. Don't just talk about what's not working for you 

9. See problems? Don't offer solutions, explain the problem 
10.Remember you don't have to find something wrong 


11.A creative idea needs creative direction not group consensus. 


Happines 


SOURCE: FCB, "Getting to what Matters" 


^I don't know who you are. 
| don't know your company. 

I don't know your company’s product. 

| don't know what your company stands for. 
I don't know your company’s customers. 

I don't know your company's record. 


| don't know your company's reputation. 


Now-what was it you wanted to sell me?" 


it should always be: 
NOTICABLE, MEMORABLE, IRREFUTABLE 


SOURCE: David Ogilvy, "Ogilvy on Advertising" 


Just move me dude. 


SOURCE: Dan Weiden 98 


Read 3:06 AM 


An honest conversation 
with the creative team 


SOURCE: Interviews with Creative Directors at Virtue Worldwide and BBDO 


What well-meaning practice or habit is in 
fact frustrating? 


"The one pager should be getting all the love 
and the background deck is a nice to have, not 
the other way around." 


"Trying to fit too much into a strategy." 


What's the one thing a strategist almost 
never thinks about that they should? 


"How each creative works differently." 


If you could tell strategists one thing 
anonymously, what would it be? 


"Think in culture, not audiences." 


“An insight is not a strategy." 


aM 


SOURCE: Interviews with Crea i, Directors at Virt 


What is one thing about working with a creative 
team that strategists should always keep in mind? 


"We can come up with the ideas, what we really need 


are great insights we could never uncover." 


To you, what is the true purpose of 
a creative brief? 


"It's a contract. An agreement on the path we'll take. 


If the path goes in multiple directions or gives only 
vague direction (go north), they'll inevitably get 


lost & we'll all be split up wandering around." 


SOURCE: Interviews with Creative Directors at Virtue Worldwide and BBDO 


How do you judge the quality of a brief? 


"The brief itself should be massively inspiring in terms 
of sharing new and unexpected information that creative 


"can build good work around." 


If I'm scribbling all over the page while it is being 


presented." 


When in a creative review, what is the most 
helpful way for feedback to be provided? 


“Earnestly. Rip the bandaid, but don't try to sugarcoat 


it if we are off-brief." 


“Don't wear your 'client hat', wear your strategy hat" 


SOURCE: Interviews with Creative Directors at Virtue Worldwide and BBDO 
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"Staying late & bringing your laptop 
next to a creative, even if to work 
on something else, always helps. 


MS = 2 
M i "i ==> : 


RUN SS A as y ۳ ss - 


"Work with us not against us. Be 
collaborative. Be additive. Help us build 
on ideas and what's working. Don't be cold 
and robotic. Translate the data you have 
into something human. Think like people, 
not like a data catalog. Give us something 
to work with, not a tiny box to play in. 
But give us a real differentiator. Help us 
craft something good, and give us the 
tools and support we need to make 
something good. Help us keep it good when 
the client tries to ruin it.” 


SOURCE: Interviews with Creative Directors at Virtue Worldwide and BBDO 


"This fe rderline 


reckless. 


SOURCE: Entrepreneur, "Why MailChimp's Insane Fake Ad Campaign Paid Off" 108 
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Figure 3.21 Attention is also driven by contrast 


"You're supposed to get 
in trouble, you're 
supposed to get banned. 
Controversy is great. 
This is advertising. It 
Isn't for shy people. 


If you want to be 
boring, go and fucking 
collect stamps" 

— Dave Trott 


| Cognitive | 
attention || 


Is it interesting? 
Like, Actually 
Interesting? 
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One message, 
beautifully presented 
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| the idea simply 


Once you've checked all the 
boxes, go back and make sure 
it makes sense as a whole.. 


If you simply course correct for each 
individual piece of feedback, you'll 
look up eventually and realize you're 
somewhere entirely different than 
where you meant to be. 


MUR ode 
f A 
of 


body 


í 


This dog would die. 


Keep in mind: 


People can't agree with a great 
thought before it's done. tx. 
Because, if it's a great thought, 
it breaks the rules.” idad 


not to try to herd them. 


SOURCE: Dave Trott, "Creative Mischief" 117 


“We don't do anything important like teachers, or 
nurses, or firemen. 


I 
We just have a bit of fun and entertain people." 


We can be outrageous to a purpose. 
That is great advertising. 
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SOURCE: Dave Trott, "Creative Mischief" 118 


"Real is good. 
Interesting is better." 


—Stanley Kubrick 


« SOURCE: Ben Shaw & Saskia Jones» “Medi 
- i ded TT "c ke P14 neo MANY eL. 
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5. Templates 


FRAMEWORKS FOR CREATING PRESENTATIONS 


Using the guide below as a starting place, determine 
which quadrant provides the best home for your 
presentation. (Keep in mind that focusing on one of these 
typologies will lead to a more powerful message, whereas 


trying to blend them will likely muddy the waters.) 


W 


liste 


t, consider your objectives. 


Bthey about sparking further 
Wersation or to closing the 


? (In other words, do you 
t to inspire or convince your 
ners?) 


Next, think about how you want the information to be 
processed. Do you want to lead people down a particular narrative 
path or to let them choose their own adventure? (Said another 
way, are your recommendations firm or soft?) 


FOUR PRESENTATION FRAMEWORKS 


INSPIRE 


Brand Journey 

Using an inspiring story arc similar 
to those used in film and television 
can pull the audience in and build 
anticipation for your big reveal. 


Insight Synthesis 


For an audience that wants to “see 
your work,” this approach is a nice way 
to weave research findings throughout 
the deck without coming off as tedious. 


FIRM RECOMMENDATION 


CONVINCE 


NOIIVOIN3WWOO38 LAOS 


124 


The Emerging Opportunities framework is à 
way to highlight major shifts in the 
marketplace. Typically, these shifts could be 
cultural trends, changes in consumer attitudes 
and motivations, or evolutions happening within 
the category. 


For illustration purposes, the outline below 
shows how to pace a presentation that includes 
three shifts, but it's okay to include more. 


The Recipe for Success framework uses à 
metaphor or analogy to establish the conditions 
for success. 


Once those conditions have been articulated, the 
remainder of the presentation is used to show 
how the brand can be successful if they pull the 
appropriate levers. 


The Insight Synthesis framework uses key 
truths to lay out your case in a logical, linear 
manner. 


Unpack the current state 
of the marketplace with 
an emphasis on the 
conventional thinking. 


15% 


SHIFT #1 

Introduce the first shift, 
using examples and research 
to illustrate a clear divide 
between what has been 

and what will be 


Establish common 
ground by highlighting 
the success of the brand 
to date while clearly 
articulating a challenge 
that could potentially 
impede their growth 


15% 


RECIPE 
FOR SUCCESS 
Use a success story (from 
the world of marketing or 
beyond) to show how an 
entity in a similar situation 
has successfully overcome 


a similar challenge. 


Spend a bit of time 

on recapping the approach 
and methodology as well 
strategy 
model or framework that 


as introducing t 


you will fill out by the end 
of the presentation 


Introduce the second shift, 
using examples and research 
to illustrate a clear divide 


CLOSING 
Show how the brand 


is uniquely suited to 


between what has been 


and what will be. 


capitalize on these shifts 


ifit seizes the opportunity. 


SHIFT #3 

Introduce the third shift, 
using examples and research 
to illustrate a clear divide 
between what has been 

and what will be. 


APPLYING 
THE RECIPE 


Enumerate the things 


that need to be done 
to overcome the challenge 
and show specifically how 
the brand should adjust 

to incorporate each 
element of the recipe 


into how they do 


iness 


and market thems: 


CLOSING 

Paint a picture of what 
the brand would look like. 
a few years down the road 
after having successfully 
applied the recipe. 


TRUTH #2 


Dive into the key insights 


about the consumer and 
end the section on the one 
most important truth that 
was used to inform the 


brand purpose statement. 


CLOSING 

Reveal the brand purpose 
recommendation by 
populating the strategy 


model piece by piece. 


Usually, this framework has a section that 
focuses on the most important consumer truth, 
cultural truth, and company/product truth and 
weaves those all together in a way that sets up 
the final brand purpose recommendation. 


20% 


TRUTH #3 


Dive into the key insights 
about the company/product 


TRUTH #1 


Dive into the key insights 


and end the section on the. 
one most important truth 
about the category and end that was used to inform 
the section on the one most the brand purpose statement 
important truth that was 


used to inform the brand 


The Brand Journey framework is a way to 
highlight tensions by juxtaposing challenges and 
opportunities until the brand purpose 
recommendation creates a final resolution. 


While research should definitely be woven 
throughout the presentation, this approach feels 
more like an inspiring story than a detailed 
report. 


purpose statement. 


OPPORTUNITY 
Ilustrate a grand 
opportunity available 
due to marketplace 


dynamics. 


10% 


CHALLENGE 


OPPORTUNITY 
Highlight what the brand 
has working for it that 


uniquely positions 


it to triumph. 


Show how that opportunity 


is elusive and difficult. 


to achieve for most. 


State where the brand 
stands today and create. 
a call to action to become 


something even greater. 


OPPORTUNITY 
Identify the target audience 
that is predisposed to 
helping the brand fulfill 

ts vision if they could 

be successfully enlisted. 


CHALLENGE 
Detail how those unique 
strengths might not 

be currently recognized, 
understood, or appreciated 
by the marketplace. 


CLOSING 
Reveal the brand purpose. 
statement and show how 


it resolves all the challenges 


and can engage the target 


audience in a way that lets 
the brand fulfill its vision 


There are two ways of using the Thinking Hats: 


l. Everyone 'wears' the same hat at the same 
time. choose one of the hats and ask everyone 
to contribute to the discussion from that hat's 
point of view. Each of the six hats is used to 
discuss an issue. 


2. Everyone 'wears' a different hat and the topic 
is discussed from multiple points of view. all 
hats need to contribute sufficiently to the 
discussion. Hats can be switched around 
during the discus- sion, forcing people to look 
at the issue differently. 
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Brand Centrality 


How representative of the 


category is the brand? 


BREAK PATH 
DEPENDENCE 


ASK 
PROPELLING 
QUESTIONS 
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ACTIVATING 
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CAPACITY TO REALISTIC 
A SHARED TRANSLATE TO WORKPLAN 
VISION EXECUTION 


PRESSURE 
FOR CHANGE 


A SHARED bolo id REALISTIC | 
KPLAN | 
VISION enza WORKPLA | 


CAPACITY T 
PRESSURE n ۳ REALISTIC 
FOR CHANGE ANSLATE TO WORKPLAN 
EXECUTION 


PRESSURE A SHARED 
FOR CHANGE VISION r LA 


NERVOUS 
BREAKDOWN 
PRESSURE A SHARED CAPACITY TO 
FOR CHANGE VISION TRANSLATE TO = 
EXECUTION = 


Fi : 
gure 8: The elements needed for successful change. 
Source: Strategy&; adapted by Michael Hay” 


SOURCE: Adam Morgan & Mark Barden, “A Beautiful constraint? 31 


THE IDEA CHARTER 


PURPOSE 


A template for internal 
idea presentation and a 
set of strategic filters 
tailored to every brief 


WHAT IS IT? 


This is a template for how all creative ideas 
should initially be mocked up and presented for 
internal review. It gives creatives strategic lines 
to color in and includes questions to avoid 
common pitfalls. 


WHAT'S INSIDE 


The Name: A pithy name that captures the essence 
of the idea and the imagination 


140-Character Description: if you can't describe 
the idea in a Tweet how will anyone else? 


Low Fidelity Comps/Keyframes: Visuals which 
detail the experience 


PR Headline: What will the press say about this 
concept? Is it a first of any kind? 


Spreadability: Tell a quick story of how this will 
find itself in front of someone that cares, why they 
share it, and what they do next 


Cl Clip slide 
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PROJECT OVERVIEW 


Client name and Project: 


1. CLIENT'S PURPOSE 2. TARGET OPPORTUNITY 


It's why they're on the planet. What would they sell if their Brief description of who we need to talk with — not 
product didn't exist? necessarily who the target is now / who is using the product 


3. WHAT'S NEW 4. PROBLEM BEING SOLVED 


It may be a product or service, it may be that the What is the brand's big issue? How can communications 
competitive or cultural landscape has changed help? (be realistic) 


PROJECT OVERVIEW 


Client name and Project: 


CULTURAL INSIGHT 


What human emotion/unspoken cultural truth 
will make the catalyst relevant & potent? 


CURRENT STATE END STATE 


What does our target think now? What do we want them to think or do? 


v 
BIG IDEA 
What's the catalyst that will change their mind? 


JOURNEY MAP 


Purpose: To see things as real people 

experience them, rather than as we've 

been told they are through a corporate 
understanding of the world. 


l. Map consumer experience with the 
category 

2.Map how the consumer is giving the 
consumer things 

3.Map the white spaces, pain points, and 
vernal opportunities 


CUSTOMER JOURNEY MAP TEMPLATE 


'USTOMER JOURNEY MAP TEMPLATE — 


CUSTOMER GOALS | | | | | | | | | 


TOUCHPOINTS & 


EMOTIONAL RESPONSE 


— i 


OVERALL CUSTOMER @ 
EXPERIENCE 


@ 


Recommen dations 
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Who 


What 


When Where 


Why 


How 


QUESTION LADDER 


What is it & 
why should 
I do it? 


How do you know the right question to ask? Sometimes reaching the right 
answer means thinking more about the kind of questions you're asking. 
It might sound simple, but focusing on what you're asking someone is 
essential for reaching a deeper understanding. The Question Ladder 
is an interview technique that helps you to hone in on a certain topic by 
asking a series of questions about different aspects related to that topic. 


This tool is a quick and easy way to start asking your questions in a few 
different ways, and to start combining questions in order to reach more 
complex answers. It provides a structured overview of what goes into a 
question; it shows how to combine a range of who, what, where, when, why 
and how questions coupled with the words like is, did, can, will, would and 
might. This makes it much easier to think about the best way to get to the 
heart ofthe issue at hand, and to build chains of questions that will allow 
you to gradually reach the heart of more complex issues. 


© How ro USE IT 


While making a questionnaire or before going for an interview, 
this worksheet can be used as a series of possible questions from 
which a final set can be chosen. Use this to practice approaching 
and exploring an issue through various directions. 


Once you have gained some experience with usingthistechnique, 


you might find yourself automatically using it in conversations or 
interviews you conduct with people. 


simple questions 


Is Did 


Who is Who did 
What is What did 
Where is Where did 
When is When did 
Why is Why did 
How is How did 


Can Will Would Might 


Who can Who will Who would Who might 
What can What will What would What might 
Where can Where will Where would Where might 
When can When will When would When might 
Why can Why will Why would Why might 
How can How will How would How might 


complex questions 
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FAST IDEA GENERATOR 


What is it & 
why should 
I do it? 


This tool allows ateam to generate ideas by looking at a problem or oppor- 
tunity from a range of perspectives. This helps come up with new ideas 
for potential solutions, and also strengthens current offerings, as it chal- 
lenges it from different approaches. Comprised of seven approaches, or 
challenges, you can choose the ones that seem most applicable to take the 
topic at hand further, thus using the tool to inspire further discussions. 


The Fast Idea Generator helps frame ideas, problems or opportuni- 
ties in relation to different scenarios. It stretches the thinking around a 
concept in different directions, providing a stimulating discussion that 
will further strengthen the concept. To use the tool effectively, the start- 
ing point (problem, opportunity, concept idea or existing proposition) 
should be clearly laid out. 


© How ro USE IT 


Step 1 is to start from an existing concept, problem or opportunity ` Step 2 is then to review the ideas and select the best ones to 
and then apply the seven challenges suggested inthe worksheet. ^ further flesh them out into workable innovations. 

These are simple steps to help come up with alternatives that 

bend, break and stretch the 'normal rules' in such a way that 

you can generate many surprising ideas in a short period of time. 


THE APPROACH THE NORMAL RULE BENDING, BREAKING & STRETCHING THE RULE 


Turn common practice 


Inversion upside down 
A Integrate the offer 
Integration with other offers 


Extension Extend the offer 
Differentiation Segment the offer 
Addition Add a new element 
Subtraction Take something away 


Translate a practice 


Translation associated with 
another field 


Graft on an element of 


Grafting 5 from another 
Jel 


Push something to 


Exaggeration its most extreme 


expression 
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5. Blank pages to be filled in 
with whatever 
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You got this. 


There's a simple doctrine: 
Outside of a person's love, the most sacred 
thing that they can give is their labour." 


